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Agenda

A Nurture Marketing Defined
A Importance of Nurture Marketing
A Getting Started

A Putting Plan in Place
A Open Discussion




Nurture Marketing Defined

A Terminology:
I Drip marketing
I Relationship marketing
A Defined:

I Initiating a conversation with
prospects and customers over
period of time

I Growing relationships by sending
unique and valued messages to
prospects and customers on a regular
basis 200

T Leave a posmve imprint in their
nt : ready to buy!




Feedback

A Do you have a nurture marketing program?
A What types of activities?
A What successes?
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Nurture Marketing Is NOT

A Sending out an-aewsletter periodically

A Randomly calling leads every six weeks to se
If they are ready to buy

A Blasting your entire database with a new cas
study

A Offering content that promotes your
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Why Is Nurturing Important?

A Longer sales cycles, increased competition, @h@nging
business climate need to be there when they are ready to
buy

A Forget about the on@ff effort! According to the Direct
Marketing Association, a prospect will need to see/hear you
messagea timesto recognize you and a minimum 9ftimes
to make a sale

A Nurture marketing process leads to:
I Better qualified leads
I Higher close ratios
I Stronger sales pipeline

[ _Shorterthan-average sales cycles




Did you know?

A Up to 95 percent of prospects on your Web site are there to
research and are not ready to talk

A As many as 70 percent of them will eventually buy a produc
from yout or your competitors

A Longer term leads represent 77% of potential sales
A30np: 2F ftSIRa y2i O2yaARSN
sales become salagsady within 12 months

A Nurtured leads produce 20 percent increase in sales
opportunities versus nomurtured leads

Source: Lead Generation for Complex Sale and The Definitive Guide to Lead Nurturing, Marketo




Invest In Relationships

A Building a relationship with a
prospect Is the same as with
any longterm relationshipt
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commit (to a purchase)

A But you cannot afford to lose
Individuals because their
gAftAYy3IYySaa o2
match your readiness to sell

A Spend more time marketing to

and building relationships with

the people




Buying Has Changed

A B2B buying process has fundamentally changed

A Prospects are spending more time on the Web doing
Independent research, obtaining information from
their peers and other third parties

A B2B buyers are now in control

A Changes the role of marketing
I Old Way- Lead generation and moving on

I New Way Marketers must synchronize their marketing
efforts and provide prospects gquality content throughout
the sales cycle and do it in consistent and timely manner




Example

Distinction in Marketing 2008 Winner
RMI Corporation

A firm believer in the benefits of nurture marketing

AfPeople arendét just going to go out and purchase so
on a whim. They need to spend time looking at different

solution providers and evaluating the choices they have.

Nurture marketing keeps our name in front of them, so

when the time comes for them to switch systems, the
think of us and come back to us. o

~ Greg Bradley, Marketing Specialist, RMI Corporation




